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5HFHQWO\ WKH XUEDQ ³UHJHQHUDWLRQ´ SURFHVVHV )DUUHOO  ,PULH 	 5DFR  DWWHPSWHG WR EH D SRVVLEOH
VROXWLRQRIUHQHZLQJWKHFLWLHVEHLQJDEOHWRJHQHUDWHLQQRYDWLYHPHFKDQLVPVIRUVRFLDODQGHFRQRPLFVDFWLYDWLRQ,Q
WKLVFRQWH[WWKHEXVLQHVVHFRQRPLFPRGHOVKDYHEHHQDSSOLHGWRWKHUHJHQHUDWLRQPRGHOVLQRUGHUWRLQFUHDVHWKHLU
HIIHFWLYHQHVV DQG SURGXFWLYLW\ :LWKLQ WKHVH SURFHVVHV DOWKRXJK LQ VRPH FDVHV WKH PDUNHWRULHQWHG VWUDWHJLF
SODQQLQJ KDV SUHIHUUHG PRVW DWWUDFWLYH JOREDO PRGHOV disneyization IRVWHULQJ WKH QHROLEHUDO VWHUHRW\SH WKH
WHUULWRULDOPDUNHWLQJEHFDPHRIWHQDQLQVWUXPHQWIRUORFDOVXVWDLQDEOHGHYHORSPHQW,QRUGHUWRHQKDQFHWKHFLW\DQG
WKH WHUULWRU\ LQDSURGXFWLRQFRQVXPSWLRQV\VWHP WKDW LVQR ORQJHU WKHREMHFWRIDFDSLWDOLVWLF ORJLFVGHSHQGLQJRQ










GHPRQVWUDWH WKDW SODFH EUDQGLQJ DQG WHUULWRULDO PDUNHWLQJ SURFHVVHV FRXOG EH GULYHUV IRU VXVWDLQDEOH ORFDO
GHYHORSPHQW)URPWKHOLWHUDWXUHDQGDSUDFWLFHVRYHUYLHZWKHUHVHDUFKDLPVWRGHWHUPLQHDVXLWDEOHDSSURDFKIRUD
















)URP WKLVSRLQW RIYLHZPDUNHWLQJ UHSUHVHQWV D VRFLDO DQGPDQDJHPHQWSURFHVV LQZKLFK DSHUVRQRU DJURXSRI
SHRSOHDFKLHYHWKURXJKDQH[FKDQJHRIYDOXHVDQGSURGXFWVWKHREMHFWVRIGHVLUHDVVWUDWHJ\WDUJHW
,QRUGHUWRDFKLHYHWKHVHWDUJHWVPDUNHWLQJSURFHVVFDQEHVFKHPDWL]HGLQILYHVWHSV.RWOHU$UPVWURQJ	6FRWW
  8QGHUVWDQG PDUNHW DQG HQG XVHU¶V QHHGV WDUJHWV  GHILQH D PDUNHW VWUDWHJ\ DGGUHVVHG WR HQG XVHU
VWUDWHJLHV  GHYHORS D PDUNHWLQJ SODQ EDVHG IRU H[DPSOH RQ WKH 3V Price, Product, Promotion, Place RI
marketing mixDEOHWRRIIHUDKLJKHUYDOXHWDWWLFVHVWDEOLVKSURILWDEOHUHODWLRQVKLSVZLWKWKHFXVWRPHUDFWLRQV
DQG JXDUDQWHH WKH KLJKHVW OHYHO RI VDWLVIDFWLRQ customer relationship management  JDLQ FXVWRPHUV¶ YDOXH LQ
RUGHUWRJHQHUDWHSURILWVDQGTXDOLW\DFWLRQVIRUWKHHQGXVHUpartner relationship management)
7KHcustomer relationship management LQFUHDVLQJ WKH HQGXVHU VDWLVIDFWLRQ GHDOVZLWKPDQDJLQJ WKHGHWDLOHG
LQIRUPDWLRQRQ FXVWRPHU DLPLQJ DWRSWLPL]LQJKLVKHU OR\DOW\ WR WKH FRPSDQ\7KHKLJKHUYDOXH IRU WKH HQGXVHU
GRHVQ¶WRULJLQDWHRQO\IURPPDUNHWLQJEXWDOVRIURPWKHFORVHFRQQHFWLRQZLWKWKHRWKHUEXVLQHVVIXQFWLRQVpartner 
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relationship management LQ RUGHU WR JHQHUDWH DQ HIIHFWLYH EXVLQHVV YDOXH FKDLQ FRRSHUDWLQJ DOVR ZLWK RWKHU
FRPSDQLHVRQWKHPDUNHW






DO  )RXFDXOW  )XPDJDOOL  LQ ZKLFK WKH DELOLW\ RI PDWHULDO SURGXFWLRQ W\SLFDO RI LQGXVWULDO
FDSLWDOLVP GRHVQ¶W UHSUHVHQW D IDFWRU RI VWUDWHJLF GLIIHUHQFH QRQSK\VLFDO IDFWRUV VXFK DV LQQRYDWLRQ EUDQG DQG
IOH[LELOLW\ EHFRPH WKH PDLQ LVVXH 1RQSK\VLFDO IDFWRUV DUH DEOH WR FRQQHFW ZLWK GLIIHUHQW PDWHULDO IDFWRUV LQ D
SURGXFWLYH ZD\ LPSURYLQJ UHODWLRQVKLSV ZLWK FXVWRPHU customer relationship management DQG ZLWK SDUWQHU
partner relationship managementGHYHORSLQJQHZYDOXHV\VWHPDQGQHZHFRQRP\DEOHWRUHJHQHUDWHUHVRXUFHV
,QWKLVSHUVSHFWLYHDNH\UROHLVUHSUHVHQWHGE\LQWDQJLEOHDQGKXPDQUHVRXUFHVLQPDQDJLQJUHODWLRQVKLSVWKDW












EHFRPHVDQDWXUDOFRPSRQHQW LQ WKHLU OLYHV IDVKLRQ LVQR ORQJHUGLFWDWHGE\ WKHGHVLJQHUVEXW LW LVFUHDWHG LQ WKH
VWUHHWVWKHG\QDPLFVRIPXVLFDOWDVWHLVQRORQJHUFRQWUROOHGE\WKHUHFRUGLQJLQGXVWU\DQGVRRQ
7KH FRPPRQ JRDO RI WKH GLIIHUHQW EUDQG PRGHOV LV WR WDNH DGYDQWDJH RI WKH DELOLW\ WR RUJDQL]H SURGXFWLRQ
SURFHVVHVLQYROYLQJDODUJHPXOWLWXGHRIDFWRUVDVLQWKHFDVHRIWKHHQWHUSULVHEUDQG+DWFK	6FKXOW]





WKH LVVXH RI WHUULWRULDO PDUNHWLQJ 7KH WHUULWRULDO RU FLW\ PDUNHWLQJ FDQ EH VHHQ DV DQ H[WHQVLRQ RI WKH FRUSRUDWH







DQG WKH ZHOOEHLQJ RI LWV SRSXODWLRQ´ 3DGGLVRQ  7KH SURMHFWV DQG WKH LQVWUXPHQWV DFWLYDWHG FDQ YDU\
DFFRUGLQJ WR WKHDFWRUV
 WDUJHWV &HUFROD%RQHWWL	6LPRQL WKDW FDQ LQFOXGH WKH UHDOL]DWLRQRI D UHVLGHQWV
ORQJWHUPZHOOEHLQJ WKHLPSURYHPHQWRIYLVLWRUV
VDWLVIDFWLRQ WKHLQFUHDVHRISURILWDELOLW\RI WKHORFDOFRPSDQLHV
DQG WKH WRXULVWLF LPSDFW PD[LPL]DWLRQ $FFRUGLQJ WR WKH GLIIHUHQW UHODWLRQV DPRQJ DFWRUV VWUDWHJLHV WDFWLFV DQG
DFWLRQVSURFHVVHVSHRSOHDQGGHFLVLRQPDNLQJFULWHULDWKUHHSURFHVVPRGHOVRIWHUULWRULDOPDUNHWLQJDUHLGHQWLILHG
DVVKRZQEHORZ
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7DEOH0DUNHWLQJPRGHOVDGDSWDWLRQIURP&HUFRODHWDO6WRNHV
























,Q WKLV FRQWH[W PDUNHWLQJ PRGHOV FRXOG EH DSSOLHG WR UHJHQHUDWLRQ PRGHOV LQ RUGHU WR LQFUHDVH WKH DZDUH
NQRZOHGJHRIJHQLXVORFLDQGWKHFRQVWUXFWLRQRIXUEDQSURGXFWLYLW\LQ³glocal” VWUDWHJLHV




PHDQW DV D SURGXFWLYH DFWLYLW\ IRU WKH HQKDQFHPHQW RI HFRQRPLF ZHDOWK HQYLURQPHQWDO TXDOLW\ DQG VRFLDO
FRQYLYLDOLW\*RRGH[DPSOHVFDQEHSURYLGHGE\SURJUDPVVXFKDV(&R&(XURSHDQ&DSLWDOVRI&XOWXUHZKLFKOHG














x +DPEXUJZDWHUIURQW UHJHQHUDWLRQ DQGSODFHEUDQGLQJ VWUDWHJ\ IRFXVHGRQ ³FLW\RQ WKHZDWHUIURQW´ ³VKRSSLQJ
FLW\´³EXVLQHVVSODFH´KDVPDWFKHGWRJHWKHUwaterscape DQGEXVLQHVVDFWLYLWLHVJHQHUDWLQJQHZYDOXHV=HQNHU
.QXEEHQ	%HFNPDQQ
7KHVH SUDFWLFHV FRXOG GHPRQVWUDWH WKH QHHG RI LPDJLQLQJ LQ DPRUH IOH[LEOH DQG RULJLQDOZD\ WKH UHODWLRQVKLS
EHWZHHQHFRQRP\DQGWHUULWRU\FLW\DQGDOVREHWZHHQFRQVHUYDWLRQDQGLQQRYDWLRQ
,Q D SHUVSHFWLYH RI WHUULWRULDO UHVRXUFHV SURGXFWLRQFRQVXPSWLRQ WKH HQYLURQPHQWDO VRFLDO DQG HFRQRPLF
VXVWDLQDELOLW\FRXOGPHDQWKHFDSDFLW\WRNHHSWKHG\QDPLFEDODQFHEHWZHHQKHWHURJHQHRXVSRODULWLHV)XVFR*LUDUG
	1LMNDPS,QFRQVLGHULQJWKHVXVWDLQDEOHGHYHORSPHQWDV³GHYHORSPHQWDEOHWRVDWLVI\FXUUHQWJHQHUDWLRQV¶
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QHHGV ZLWKRXW FRPSURPLVLQJ WKH VDWLVIDFWLRQ RI IXWXUH JHQHUDWLRQV¶ QHHGV´ )XVFR *LUDUG 	 1LMNDPS 
PDUNHWLQJ VWUDWHJ\ FDQ JDLQ LPSRUWDQFH &LWLHV FRXOG JHQHUDWH QHZ RSSRUWXQLWLHV LQ WKH ORFDO FRQWH[W WKURXJK D
VXLWDEOH PDUNHWLQJ VWUDWHJ\ VWDUWLQJ IURP WKH H[LVWLQJ UHVRXUFHV DLPLQJ DW SURGXFLQJ LQQRYDWLYH UHVRXUFHV LQ D




)ROORZLQJ WKLV UHVHDUFK LGHD VWUDWHJLHV RI place branding ZRXOG JXDUDQWHH WKH HIIHFWLYHQHVV RI end user 
relationships LQurban heritage management DLPLQJ WR UHDG UHDO ORFDO VSHFLILFLWLHVZKHUHDV territorial marketing
VWUDWHJLHVFRXOGJHQHUDWHcooperation DPRQJWKHGLIIHUHQWurban activitiesDQGWKHORFDODFWRUVurban productivity 
management7KHPHWKRGRORJLFDODSSURDFKSURSRVHGDLPVWREXLOGDresources chain management process ILJ 
IRU WKH FRQVWUXFWLRQRI XUEDQ LGHQWLW\ DV D V\VWHPRI LQWHUDFWLRQV EHWZHHQ H[LVWLQJ DQG QHZ UHVRXUFHV7KH IRFXV
FRQFHUQVWKHHQKDQFHPHQWRIgenius lociWKURXJKurban human capitalDQGWKHLPSOHPHQWDWLRQRISURGXFWLYLW\new 
urban demandWKURXJKurban infrastructure capital
)LJ5HVRXUFHVFKDLQPDQDJHPHQWSURFHVV







+XPDQ DQG LQIUDVWUXFWXUH FDSLWDO ZRXOG PHUJH WR SODFH EUDQGLQJ DQG WHUULWRULDO PDUNHWLQJ DV GULYHUV IRU
VXVWDLQDEOH ORFDO GHYHORSPHQW WKDQNV WR WKH HQKDQFHPHQWFRQVHUYDWLRQ RI ORFDO YDOXHV DQG WKH SURGXFWLRQ RI
LQQRYDWLRQDQGDQHZGHPDQGDLPHGDWWKHFRPSHWLWLRQRIWKHFLW\LQWKHZRUOGPDUNHW
,Q WKLVSHUVSHFWLYHDNH\UROH LVUHSUHVHQWHGE\DVWUDWHJLFFRQQHFWLYLW\DWPXOWLVFDOH OHYHO LQRUGHU WRFUHDWHD




6WDUWLQJIURPWKHPRGHORI UHVRXUFHVFKDLQPDQDJHPHQWSURFHVV WKH follow-upRI WKHVWXG\FRXOGUHVXOWVDVDQ
RSHUDWLYHPHWKRGRORJLFDODSSURDFKIRUHYDOXDWLQJDQGDFWLYDWLQJXUEDQUHJHQHUDWLRQSURFHVVHVGHVLJQLQJQHZIRUP
RIPDUNHWLQJ IRU HQKDQFLQJSODFHV DQG UHJLRQV LQ WKHZRUOG FRPSHWLWLYHPDUNHW7KH HYDOXDWLRQRI EHVW SUDFWLFHV
ZRXOGXVHWKHLQVWUXPHQWVRISODFHEUDQGLQJPRGHOVWRFDSWXUHgenius lociDQGWHUULWRULDOPDUNHWLQJVWUDWHJLHVDQGWR
XQGHUVWDQGWKHnew urban demand
7KLV SHUVSHFWLYH FRXOG EH HIIHFWLYH DV SODFH EUDQGLQJ PRGHOV DUH DEOH WR GHILQH HQG XVHU
V SUHIHUHQFHV
H[SHULPHQWLQJUHODWLRQVKLSVDQGERQGVVXJJHVWHGE\EUDQGVSURGXFWVDQGVHUYLFHVUHODWHGWR WKHFLW\$W WKHVDPH
WLPH WHUULWRULDOPDUNHWLQJPRGHOV FDQ SODQ VSHFLILF JRDOV LQ D ORQJ WHUP YLVLRQ DQG FDQ VKDSH IOH[LEOH VWUDWHJLHV
WDFWLFVDQGDFWLRQVWRUHDOL]HDQGREVHUYHXUEDQWUDQVIRUPDWLRQVLQFRQWLQXRXVH[FKDQJHRIYDOXHVDQGSURGXFWV
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&15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